DOCUMENT RE SUAE 



ED 211 778 



CE 031 062 



AUTHOR Shapiro, Norma J 

TITLE <- Getting Down to Business: Answering Service, Module 

v 17. [Student Guide], Entrepreneurship Training *' , 

js, Components . * 
American Institutes for Research in the Behavioral, * 
Sciences, Palo. Alto, Calif. 

Office of Vocational and Adult Education" (ED), 
Washington, D.C. ' 
May .-81 
300-79-0535 

89p.; For related documents see CE 031 026-101 and' CE 
031 324. 

AVAILABLE FROM Wisconsin Vocational Studies Center, 964 Educational' 

Sciences Bldg. , Madison, WI 53706 (Order No. * 
o ETC100Jl', $6.00. 25% discount on- 100 or more of same* 
title. Complete set — ETC100 — $200. QQ). 



INSTITUTION 

SPONS AGENCY 

PUB DATE 
CONTRACT * 
NOTE * 



V 



EDRS PRICE 
DESCRIPTORS 



IDENTIFIERS 



ABSTRACT 



MF01/PC04 Plus Postage* 

Administrator Role; Advertising;' *Business * 
Administration ; *Business Education; *Business 
Skills; Financial Support'; Learning Activities;, 
Learning Modules ; Money Management; Recordkeeping; 
Salesmanship; Secondary Education; *Service 
Occupations 

* Answering Services ; *Entreprene < urship; Small 
Businesses * »- 



This module on owning and operating an answering 
service is one of 36 in a series on entrepreneurship. The 
introduction tells the student what topic's will be covered and 
suggests other modules to read in related occupations. Each unit 
includes 'student goals, a case study, and a discussion of the unit 
subject matter. Learning activities are. divided into individual' 
activities, discussion questions, and a group activity. Unitsv(and 
subject matter ) in this module are planning your business (different 
types of services and theij: clients ; -competition; le$al *T 
requirements); choosing "albpcation (elements to confides); getting 
money to /start (business description; starting money;, cost of 
equipment and an office); being in charge (hiring staff; job/ 
d ^(^ i P tion ' application form; training staff); organizing the work 
(signing up clients; the ba„sic message; the special request; old 
messages); setting prices (how-to determine price; what will people 
pay); advertising and selling {advertising methods; advertising 
costs); keeping financial records {hdw to bill; hfcw, to keep records); 
and keeping your business successful (profit/loss statement; how to'' 
raise profits; computers )/ A summary and qui z" complete the document., 
(A teacher's guide is available for this* module. ) (CT) 



* 
* 



Reproductions^ supplied by EDRS are* the best that can be made 

from the original document. 




Entrepreneurihip Training Components 



■j 



GETTING DOWN TO BUSINESS: 



Answering Service 



Module 17 



i 

j 



Am^ric^n Institutes for Research 



ERJC 



The „ information reported^ herein was* obtained pursuant 
to (^ntract N'o \\ JOO-79-Q535 , Office of Vocational and 
\cfu 1 1 LducaftionJ U.S. Education Department ♦ Contractors 
undertaking' such projects under government sponsorship 
are encouraged to document information according to. 
thei'r observation and professional judgment. Conse- 
quent lv, # information, points of view, or opinions stated 
do not necessari I v represent official Education Depart- 
ment posLthon or* policy, > 



c 



GETTING DOWN TO BUSINESS: 



Answering Service 



* Norma Shapiro 



May 1981 . ^ 



Developed at the American Institutes for Resear 
under support from the 
Office of Vocational and Adult Education 
U.S. Education Department * 



4 




/ 



The Entrepreneurship Training Components are based on 
information from many sources. Special acknowledgement 
is due the Small Business Mahagement and Ownership 
materials designed and tested by CRC Education and 
Human Development, Inc; for the U.S. Office of Educa- 
tion's Bureau of Occupational and Adult Education. 
Special thanks are owed tlje entrepreneurs who shared their 
experiences during the preparation of this modules 



-5 



■I 



TABLE OF CONTENTS 



• Introduction . . 1 

Unit 1 , * < 

Planning ten Answering Service • . 3 

Learning Activities' 11 

Unit 2 

Choosing a Location , 13 

Learning Activities ......... 19 

Unit 3" 

Getting Money to/istart s . . . . . . 21 < 

Learning^ Activities ........ ^ 28 

Unit 4 . "* r~ 

Being in Charge . . v V * \ . • . 31 

Learning Activities v ,38 

Unit 5 ' ' 

Organizing the Work . . . 41 

Learning Activities , . 48 

Unit 6 % 

Setting Prices . • . ' 51 \ 

Learning Activities . . . 58 \ 

Unit 7 x 

° Advertising and Selling , 61 

Learning Activities • 69 

Unit 8 

"Keeping Financial Records V ....*>. . 71 

Learning Activities , 77 

Un<Lt 9 f * 

Keeping Yc^ur Business Successful * 79 

Learning Activities-^. . 87 

Summary ' 89 

Quiz * 91 



r 

ric 



INTRODUCTION 

How are you going t l o use your job skills after you finish 
% school? . 

Have ybu ever thought about starting your own\answering 
service?^ 



This module describes people who have started and managed an 
answering service.; It gives you an idea of what they do and . 
some of the special skills they need. 7 ^ v " 

You will read about 

* planning an; answering service | * 
choosing a location W 

getting money to start * 

being in charge x 

organizing the work 

setting prices * * 

advertising and selling 

keeping financial records f 

keeping your business successful 

You will also have a^hance to practice som« a* the things 
that answering service owners do. 

Then you will have a. better idea t>f whether a career as aft 
answering service owner is for yob. 

\ 

Before you study this mcriule, you might want to read Module 1, 
-Getting Down to business: What's It All About? 
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When your finish this mo'dule, you might want to reatf 

Module 18, Getting Down to Business: Secretarial Service ; 
Module 19, Getting Down to Business: Bookkeeping Service ; 
. Module 21, Getting Down to Business: Word Processing 
Service . * • 

These modules are related to other" business and office 
programs* • K 
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UNIT 1 



Planning an Answering Service 



J Goal: To help you plan your answering service. 



Objective 1: Describe the services, clients, and 
competition of an yrftswering service. 



a^^rfts 



Objective 1\ List three personal qualities an 

answering service ownerj might have- 
Objective 3: List three ways that an answering 
service might be special to "stand out from the 
crowjj 

Jective^4: List: two of the legal requirements 
you might have to consider before opening. 

f 
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WHAT MAKES OWNING AN 
ANSWERING SERVICE INTERESTING? 



Most peo 
gives them a 
of work fits 
Answering Se 
service afte 
says: 

M Thi£* is 
believe me, 
secretary, a 
this is the 
little hole 
to talk to. 



pie like owning an answering service because it . 
chance to use their skills and because the kind 
their personality. % Linda Garcia owns Teleqwik 
rvice in T\icson, Arizona. She- opened* up her own 
r doing lots of other jobs. This is what she 



going to sound crazy, but I love tftis work — and 
I've worked in a lot of places. v I've been a 

receptionist, worked in a cleaning pla v nt — and 
best I Every time you stick a plug into that 
you never know what kind of person you're going 



"You've got a challenge! Each day you' talk to at least 
one person who's a complete grouch and 'Others who are a lot 
of fun. And if you're in a good mood, you can turn those 
grouches around. Oh, not all the time, but that's the fun of 

. . • ' v . 

'"'There are some* clients who like a straight business 
attitude/ "And I act that way with them. Most of my clients, 
though, know that I like my work, ^tke to joke around, and 
will talk to them. It's funny r^ut' when I wjnCked in my other , 
bbs, my boss would come in once or twice y a dSy to s^^.thank 
you. Here, we get- thanked just about every time we answer 
the phone. You* always know when you're doing a good job. 

ery once in a while, the board lights up like a pin- 
[1 machine. I like the challenge of trying to keep it^all 
»ther\ And the stow times are good because we get to read 
jw. yl made a small hook rug in about k month. 

)bViously, IJm not much of an outdoors -person.* And I 
like selling* in a store or doing assembly work. I guess 
;ould say that this job fits my personality t£ a "T. M I 
people — but not the same ones all the time. I like not 
having a boss telling me what- to do. And mostly; I just like 
being >felpful, treating people and their calls as if I .care — 
whictfl do. M * 
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Planning an Answering Service 

• ' ' \ ■ • ' ■ 

There are many, many small businesses in America. Small businesses 
can have as few as one worker (the owner) or as^many as four workers. A 
small business owner is "self-employed." Often a whole family works 
together in A small business. 



What Is an Answering Service ? 

( 

„ You probably already ha^e an idea about what an answering service 
is. YW call up Dr., Bratworst. She's*out to lunch or at the hospit&l, 4 
and the*person on the other end of the telephone says, "May I take a 
message?" All of a sudden you realize that the person yfiu are talking to # 
is not £he nurse or^the doctor's secretary^but the "answering service." 

An answering service is a separatee, private business that answers-. 
callSf takes messages, and makes appointments for people and businesses 
that are not availabl^to answer their telephones for themselves. 

• * * 

The pepple and businesses that hire an answering service are called 
the clients. Dr. Bratworst is a client -of Imperial Answering Service. 
Dr. Bratworst, in fact, has never met the owner of Imperial Answering 
Service in person. % 
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When Dr. Bratworst decided to use an answering service^ she called 
'imperial on the telephone. The owner explained the rates and ithe ser- 



vices. The telephone company / hooked up Dr. Bratworst f s line into the 



switchboard at Imperial Anl 
telephone* ritigs, a light , go 
waits to see if someoni 




; 

Now wfcen Dr. Bratworst f s 
l f s switchboard. The operator 
ice answers. - After three 
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rings, the operator at the §witchboard at Imperial Answering Service 
answers. 



The Different types of Services and Their Clients t 

There are basically two kinds of answering services: 

1. 24-hour answering services, open seven days a week; and 

2. 8 a.m. - 6 p.m. answering services, open five days a wee^ 

v ' ' T • 

Let^s look at the 24-hour services first. Pedple wh^want this kind 
of service need their telephone answered at night. Plumpers, electri- 
cians, tow truck stations, bloodbanks, lawyers, real estite agents, psy- 
chologists; and, of "course, doctors, dentists, and, ambu^nc^services are 
like this. And some people may want an answering service 24 hours .a day 
just because they (Jon't want to miss any calls at all. 

Twenty-four hour services have to employ more people. The switchboard 
must always be covered. Most small 24-hour answering services (under 200 
clients) have just one or two people after 6 p.m. And even larger answer- 
iti^ services have only one person on the graveyard (11, p.m. - 7 a.m.) 
shif^. 

• ' Business-day answering services are usually open from 8 a.m. to 
& p.m., five days a week. There are many clients who do not want to pay 
for^the hours they don't need a service. Lots of small businesses fall 
into this category: small i-ndustrial companies, such as electronics ^ 
firms; Ismail service businesses, like a rug cleaning place; and sales- 
people who sell products to stores and j^ffices. ^ 

When you go into the answering service business, you have to decide 
which type .of service you will offer. Here is a list of questions that 
may help with that decision. * 

1. What kind of clients do you want to serve.? 

2. Do you have the personnel to cover a 24-hour service? 
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*3. Do you mind- working on holidays and weekends? 

r 

4. Would you ejijoy working vith, medical emergencies? 



The .Competition 7 ^ 

The competition in the answering service businesses* high, especially 
in the bi]g cities. Besides having the. right\kihd of 'personal qualities 
for the job, you have to ^ve an answering service chat is-in some way 
different from the cpmpetition— you* need some special .quality that 
majce people choose you^ver others.' ^ 

Here are several ads of answering services that have decided to offer* 
some special services. Looking through* the Yellow Pages <Cn different ' 
directories will give you other ideas. ^ * * 

'.' •' s 

The Medical Exchange : We offer a complete service to the medical 
profession. We offer paging, prescription messages, enfergency ser- 
vice. We* can Verve all the doctors in yaur bffice. Professional, 
accurate, open 24 hours. * 



i . 

iswer-tyiick Answering Service ; Ue are a small, personalized ser- 

✓ 

vice., We take special pales ^rders, make appointments, keep track ,of 
your customers. Flat-rate, no extra charges! 8-8, five days a veek. 

One-Stop Answering Service ; All of our operators are fullfledged 
secretaries and. can handle your overflow paper wprk. If you need' 
that m^ili^ng to go out, why go to strangers? You can use the oper- 



/ 

ators at One-Stop. Open 24 hours, seven days a week. 
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Is This- for You^ * ' 

All of the skills you need to opeji an answering service you can 
acquire. You would have to learn; 

• how to speak clearly over the telephone; x - 

• how to operate a.PBX switchboard; and > 

• ho^- to run a small business operation. 

' ' > f * . V 

No one can tell you whether you would like to be an owner of an* , 
answering Service. You have read what Linda Garcia said. Here's what 
other answering service owners haive said: 

♦ 

"You should like talking over the telephone. I like it because no 
one cares 'what I wear to work!"* 

"Some people like the pressure — some don't. For me, it's- what makes 
it funVr ' 

"I think you haVe to like a^'desk job' to be in this business. After 
all, you~are sitting at a desk all day!" 

\. r "I -love having my own business — I try to see if I' can get more 
k * ^clients — and seeing, my board grow. You've got to learn to live with- 
out that steady pay check, but 'security* has never been my thing." 

> 

Legal Requirements 

; There are no special legal requirements for owning an answering 
service, but as a business owner, you will have forms t6 .fill out and 
licenses to get. 

1. ( Every state requires you to. get a business operator's license. 

2. If you decide to open an office>, some cities require a "use of 
occupancy certif icate. " It costs about $10, and you have to have 

; a.h'ealth'and safety inspection. 
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3f If you have tfhe answering service In your home, you may have to 
,,,, follow eveif more, rules and regulations. 



V 

In Palo Alao, California, for example, you. must" meet these require- 
ments to »run a business' frx>m your home: * „ 

• no outside signs; 

• no 'employees except yourself; 
« • no noise; • 



• no/ipore than usual traffic; and 



• "no more than 25% off your house may be taken up by your busft 



ness. 



Summa ry 



It is important to plan ahead before starting your business*. Now you 
know four things to think about in planning an answering Service: 
r (D different "types of services ajctd their clients?* (2) the competition; 
(4f) necessary skills and helpful personal quali^es; and (4) legal 
requirements for running the business. „ • 
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Learning: Activities 



Individual Activities . ' ■ - 

1* • Which services is an answering service likely to provide? 

a. 'fejting mes,sage8 // fot^ar-±awyer who Is out of his or her office 

J). Relaying a prescription to a drugstore for a doctor v < 

t * c. Coming to a house when a client is put of town to answer the 

telephone , * ^ * # , 

di Making appointments for a plupbing service that has no secretary 
• * 

2. Name two skills yo\i. would have to learn to open an answering service. 

» * 

3#. Tell what kind of ai\swerihg service best fits you: 
a. 2^hour medical servj.ce 



ft. 8 a#m. to (5 pim., five days a week service for small businesses * 
•c. Answering * service plus secretarial service 

Write two sentences telling w,hy you chose the one you didfc List' some 
special services you can offer to attract customers. Refer to the 
ideas on page 8 and addVrour own. 



4. * Some cities may ask you to get a "use of pccupancy certificate." How , 
much does one cjost, and what do you have Vo do to get it? 



* * • 

Discussion Questions 

♦ i 

1. Why would a small business need an answering service? Why would a 
\hora^ use an answering service? t > «* 



2. A'person or business can buy -a telephone answering machine — the kind 
that records messages — for about $250 and never use an answering 
service. Do you think these machines will eventually put answering 
services out of busine^? Why, or why not? 



3» Linda Garcia has lots of reasons to like owning her own answering * 
service. What are some things about owning an answering service you 
* would not like? 

Group Activity 

i *- * 

Invite an owner of an answering service to come to speak to your 
class. What questions would you like him or her to answer? Write down a 
list of at least 15 questions, that would help you decitie 'if this business 
is for you. 

Here is a list of atopics that may help your thinking. 
Getting the business started 
Money—making it, getting it * 

Best times - * 



it 



Hard times * 

s 

Hiring people * ' 

Running the business , > 
Advice 
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UNIT 2 

« 

Choosing a Location 



V I 

To help you choose a good location, for your service 

Objective 1; List* three .things to think about in 
deciding where to locate your business. 

Objective J>: Pick the best location for an 
answering service from three locations. 

Objective 3: Decide whether your city or town wouL 
be a good location for an answering service. 



♦ 



i 



i 
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WHERE SHOULD* YOU. LOCATE? 
« • if 

Linda's answering service is on the outskirts of Tucson, 
Arizona. How d^d she choose this location? Here's her 
story: ^ '* ^ 

"I did a lot of searching before I chose this location. 
I wanted to get away from the hustle and bustle but still* 
find a place that needed my service. & think, all in all, 
I must have spent five months choosing this particular 
city. You just can't be too careful. 

"You've got to get a feel for an area — whether it's 
growing or not. If industry is moving out or closing down, 
it's going to take the small businesses with it. 

"I talked with the Census Bureau and found spots whose 
population was growing. I talked to Chambers g>t Commerce 
in several places. Ybu've got to be a Sherlock Holmes to 
get the information you need. 

"The area I chose had just one other service, but I 
still had to be sure there was room for me. I called up 
doctors, electricians, bookkeepers, ^tax consultants, and 
building contractoxs.. I asked them" if they were using a 
service — and if they would consider using^one. 

"I actually did this in three different cities.. One 
turned out to be too rural — there just weren't enough small 
businesses to support me. One had mostly old people — was I 
Surprised! And you see my third choice — a moderate-sized 
city in the Sun Belt, an area that is growing quite rapidly. 

V 

"The 1 answering service people I talked to told me to 
stay qut of the big cities— like New York, Chicago, and Los 
Angeles. Those^places sre filled. w£th every kind of 
answering service imaginable. You'd need a big advertising 
campaign to get you going there." 
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Choosing a Location 



Now that you have decided that an answering service is the business 
you would like to open, you have to decide on a location. Choosing a 
location is part of the task-taking of becoming a small business owner. 

In the case of an answering service, the city or town that^you choose 
to set up business in is much more important than the actual location 
within that town,' because an answering service does not depend on foot' 
traffic or good parking. 



Where? Where? Where? % 

How does 5ne go about choosing the appropriate city for an answering 
service? There is no room here'for lack of planning. Finding out where 
there are people who need you is a "must." 



Here is a chart of questions that will help you make that decision: 
, „ Question Yes No 



1. Does the town have a 
population of over 
35,00(1? 



2. ' Is the community 

growing? (Is there new 
housing goin up or plans 
for more housing?) \ 

3. Are there many small 
service businesses, 
doctors, and consultants 
in the area that would 
use an answering service? 



<> 



Comments 

Experts in the field say 
an answering service 
usually needs a population 
of 35,000 to support it. 

A growing 'community means 
more business for you. 



The Yellow Pages is a 
good source for this. 
Make some phone calls « 
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4. Did tfcany small businesses The "why" here is tha* — N 

fail in dhis area within ^ . „ important question, 
the past year? Why? You can learn from 



> ^ 



others 1 mistakes* 



5* Is thefe a small office » . You need a place, but 

space available to set up* finding one usually won't 

your service? • be your main problem. 

6. Are th^re many other What 1 ^ "too many"; 

answering services? £^ 

* * * # 

An answering service can cover only certain telephone prefixes. Many 
* 

times just: "moving over" one tot/n will change your chance of success* 
That is why it makes sense to check out more than one city or town before 
you choose your spot* 



Talk to as many people as you can* Talk to people who might remember 

'thef good old days." See what they have to say. Most cities have a 

V * 
planning office. Find a friendly person who will tell you the growth 

patter^ of that city. - - 

them up as yourclients over the telephone. All payments for your ser- 
vices can be handled through the mail^ You do not need to be part of a 
shopping center, in a business complex, o/on a bu,sy street. This dan be 
the one place where you can cut down on your monthly expenses. Paying 
high rent will not bring you more clients. * 

\ 

Once you have decided on the general area, you will need some office 
space. The smallest space that you can start off with is a desk with a 
call director on it. Most small answering services have a 15 1 x 15 1 
office that can accommodate two switchboards. Generally speaking, it is 
not important where in the town your office is located as long as it # is 
relatively quiet and comfortable for you. \ 

A final note — before you put down any deposit on a place, ychi will . 
need to have your location checked out by the telephone company.^ There 

"St 

has to be space for all the wires. These vires then haye to be connected 

17 
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to a main pole. -The telephone company will tell you how much work is 
involved. % % 
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Choosing a location i^ important. The main point is to pick an area 
with enough customers. To be* sure you do that, you have to get as much 
information as you can. Second, you have to find some office space. Now 
you know some things to think about in picking a location. 
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"^^rning Activities * " . 4 



Individual Activities ■ • 

1». Which sentence is the most true? * * 

. a.. Choosing a location is the least important part of planning an 
answering service. _ _ * 

b. The city or town you choose is more important than the building* 

c. If it doesn't have lots of parking, forget, it... * < » ' f ft 

2. Which locatipn seems ,the best for an answering service? 4 * 

a. A medium-sized town (population 80,00U7"with new apartment build.- 

* * 
inga going„up. There are two other answering services^ 

b. Redwood Bluff, a wonderful farm town (population, 15, 000). with 

Ivery friendly people who like talking to each other. It has no 
other answering service. 

c. Chicago, ja big metropdli-tan city (population 3,000'»000) with lots 



of businesses. It has over 30 answering services. 9 



3. List two, ways "to get information about a city you mj.£ht* want to ' , 
locate* in. ' f 



\hat 



4. How -many cities did Linda check out? .what was wrtfhg with the^ones 
• she didn't choose? * # * ° 



Discussion Question ^ a . - 

Choose three cities that are close to your school. Answer these . 
questions about those cities. 

a. How many people live there? v 
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b. How many answering services does each one have? (Lbok in the 
Yellow Pages. ) 

c. Is the area growing? How can yo^i tell? 

d. Are there many email service .businesses in these cities that 
would use an answering servic^ 



Based on what you found out, which city in your area would We the 
best one? If none of them is very good, can> you suggest another city you 
know about? 

Group Activity * ^ ^ / 

. .* • 

Hejre is a list of factors to jthink about when choosing a city. Rate 
them in order of importance (from 1-10). There is *no correct answer. 
Discuss with the class the reasons for your rating. Try to come up with 
a class rating. * 

a\ Number of answering setvices-in the 2rea ' 

b. Easy to re^ch — transportation available 

c. Population of town and surrounding 'area 

* 

'd. Personal factors — personal preferences, family and friends nearly 

e. Growth of town 

f . , Income of population * r~ 

g. Weather (climate) 

h. Advertising media available 

i< Nature and prosperity of industries . ^ 

j., Type of community — urban, farm, industrial, s.uburban 



! 
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UNIT 3 



Getting Money to Start 



Goal: To help you plan how to get money' to starj: ^n 
answering service. 

\ 



Objective 1: Write a business description for your 
-business.. „ • 

Objective 2: Fill out a form showing how muctTmoney J 
you will neecl to start this* business. 



^7 
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V_ • LINDA APPLIES FOR A .LOAN . 

Before L'inda did anything, she started thinking about 
money* She thought she could ffnd enough to get started, 
but she wasn't sure* 

♦> 1 

"When. I first thought of opening up this service, I 
didn't know much about the money part of the business at 
all* After I got turned down for two loans, I got worried. 
My aunt suggested I go to an accountant for help in writing 
up a business plan and a statement" of. financial need* 

"Before I went to see him, I thought I'd better ,get my 
act together* I wasn't going to pay $100/hour a\id have him 
ask me a bunch of questions I didn't know the answers to. 
I listed everything I possibly* could that had to do with 
money — how much I needed to start, how much I needed to 
make to cover monthly bif Is, plus how much I* needed to live 
on until my business caught on* It takes at least four 
months just* to plan for .every thing and three' mcfaths to get 
your switchboard from the time Iti is ordered* 

"Everybody, simply everybody, starts with too little 
moriey unless he t or she Jias & rict) uncle somewhere* It 
takes courage, but you really have to believe in yourself 
and ask for even more than you think you'll need* Lots of 
people, women more than men, need to be taught to ask for 
the '.fudge factor'* That's the amount you put iv± because % 
some people somewhere down the line' are going to tell you 
that you don't get {to pass GO unless you pay them some new 
tax or give them a $200 deposit* ' You include the fudge 
'factor because you oan'^t possibly think of every little 
thing* A good. fudge factor is 10% over the total ,you think 
you'll need*" 
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Getting Money to Start 

As you learned from Linda, you wont t get mone^y wfthout a business 
/description—a written summary of just exactly whatf kind qf answering 
service you are going to open. 



fthy You Need to Write a Business Description - * : -' k , - 



The loan officer at the bank must think you have "done your homework, 
-He~or 5 he -has to believe: — » " ~ 



there is a need for your answering service; 

• you' can attract* new clients; and — 

• ^ >you <are the best person to open up an answering service a?d can 
. get the job done with the money you ha\fe asked for. 

* Here is"linda f s written business -description. She wrote it "outline 

styJLe" so ehat'it would be easier* to read.* J ~" 

° . »■ 

* >■ 

Name of answering service : Teleqwik Answering Service 

— 

Type of service : 24-hour s, seven days a weifk 

^ Services provided : Complete answering service, paging, wake-up 
calls, date reminders, clerical work, mailing addresses. *Joint-user 
lines welcome. 



Location : 4281 Crane Street. Tucson, Arizona. '>This is a small 15 1 x 
* / - 

20 office above a hair cutting salon in a business district in Tuscon. 

I chose this location f$r sevefal reasons. ~ » 

1# The office is just the right size for an answe*i% service. It 

can accommodate .cne switchboard, and I can expand to as many as 

four if I choose. 26 . 



2» The location is ifasica x lly quiet. There is very little noise 

coming from the hair cutfcijng salon and from the street. It is a 
clean, efficient-looking office. 

Competition : There are five answering' services in Tucson. Since the 
population is over 450^000, I feel the city can support my service. 
There are also many new office and medical buildings springing up, which 
will house more potential clients. Three of the other services are open 
only during the day. One of the 24-hour services i6 overbooked, and the 
pother does not offer paging and emergency services to physicians. .1 see 
a real need for my particular answering service/ 

Potential customers : I will concentrate on medical customers (doc- 
tors, dentists, and ^ambulance services) from-all over town for my 24-hour 
service! atid will focus .my daytime services on prof essional§ and small 
business 5wnefs'-*fn the west efid of ^town. When the new medical building 
on the west side opens in si» months, my advertising will be waiting on 
their desks. 

9 

. Strategy for success . I am offering the only 24-hour answering ser- 
vice in this. city that will also offer secretarial sfcrvces. \I will be 
small enough to be personalized, which is what more and more people want, 
especially in this area. , ' 

V 

I am planning the opening with two deadlines in mind. 

• The new Yellow-Pages telephone directory will be coming out in 
.September. Fully 70j\of all businesses make their initial con- 

tact from the Yellow Pages. 

• I am offering a special chart e remember discount to anyone wjho 
signs. up for my service during my first three months: 

,$25 for business week, daytime service; 
$35 for round-the-clock service-. * 

I am sending, out 10^000 postcards- to all small businesses in the area^x 




Workers needed to start: 



1. 


1 daytime person, 7am - 


3pm, 


5 day^a week 1 * 


40 


hours (myself) 


2. 


1 evening person, 3pm - 


11pm, 


5 nJLghts/week . * 


40 


hours 




3. 


1 graveyard person, 11pm - 7a 


m, 5 night s/week » 


40 


hours 




4. 


1 'weekend day person 






20 


hours 




5. 


1 weekend* night person 






20 


hours 






(I will al$b cover four 


hours 


each weekend day.) 









How Much Will You Need to Get Started ? * * 

Just how much money does it take to start an answering service? There 
is no one set answer. Since the most important item is the equipment 

itself, here is a chart of possible costs to get your doors open. This 

*• 

is the money you must give to the phone .company ta install your equipment. 



The Cost of Answering. Service Equipment 

Call Director (with space for 30 clients) 
Installation charge - , 4 

First visit to* install 
Business lines with lights and hunting 

TOTAL 

i — or - 

>» 

Switchboard (with space for 100 clients) 
Installation v 

2 strips of secretarial lines . *' . 

(enough for 40 clients) 

3 trunk lines (incoming calls) 
Chair for operator 

Headset for operator 



TOTAL 



Message Units 



Electrician — to get office ready for wiring 

— to install switchboard . 

TOTAL 



$ 90 
17 
140 
$ 247 



$ 850 
156 

132 
-0- 
-0- 
$1,138 

« 

$1,000, 

$1,000 

$2,125 
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The Costr of Getting an Office 



Comments 



The rest of your costs are more or less standard to opening aay small 
business. . 

Range 
$300 - $600 
$100 - $200 
$ 50 $200 
'$ 25 - $ 75 
$ 0-$l,000 



Item 

Rent lor- Office , * 

(first and last jnonth) 
Security deposit 

Utility Deposit 

Business License 



$0 if in your *own home 

J 

$0 if in your own home 



Office Furniture 
6 Extra Equipment 



Paper & Office Supplies 
Legal & .Accounting Fees 




D^cor 

Advertising 



Employee Salaries until 
Money Qomes In 

Owner's Pay during 
Start-Up, 



Fudge Factor.; - ** 



$100 - $400 
$ 50 - $450 

$ 6 - $500 

$10,0-$ 1,000 

$ 0-$4,000 

$ 0-$5,000 



$ 0- $1,000 



Typewriter is a necessity for billing. 
Will also need filing cabinets for 
bills* old messages, and forms. - 



At Jeast one. visit tp a certified* 
public accountant is a must. 

You will'be spending a lot of time 
here. The place should make you happy. 

YellowoPages listing is an absolute 
necessity. 

Mostly for 24-hour services 



Most answering services take about 
six* months to plan including findimg 
office, installing equipment , etc. It 
takes at least three months to get ad 
in the Yellow Pages. 

Money for emergencies 



Summary 



» 
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You/need money to start a business.' You will probably have to borrow 
from a bank or government- agency. Now you know the kinds of information 
to give the lending agency when you ask for a loan. ^ 
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• Learning Activities 



Individual Activity s 

Write* a written description of your "business. It can be short, but 
you should really think about what kind of an answering service you would 
like to own. Use your town or city. Pv£t down a real place where it 

might be located. 

^ .c 

Here is what you should include. 
Name, of owner: ^ 
Name of answering service: 

Type of service: (daytime, 24-hours, medical only, etc.) 

Services provided: * 

Location: 9 

* * * * 

One or two reasons why this would be v a good location 
Competition: . 0 " 

Names of other answering services 

A brief summary on how you are unique 
Potential customers: 

Who will use your service? List'as many possibilities as you can. 
Strategy fot success: 

What will be your specialty? 

What is your initial advertising^plan to attract customers? 
Employees needed to start: , f ^ 

How many people will you need to^cover the* board f okthe hours 
you are open? V 
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Discussion Questions 

!• Start-up money for-al answering service can be as^low as $1,000 or as 
high as $20,000. What are the' advantages of starting off low? What 
are the advantag.es of starting off high? Which way do you see your- 
self going? 

2. If you were a loan officer at a bank, what more would you need to * 
know about Linda before you would lend her money? flow would you 

* / react to her business description? * 

3? .Tai Williams is thinking of opening her own answering service in 
Newark, New Jersey. She needs $8,000. 

• Tai's unole will give her $2,000 at 10% interest. He wants to be 
paid back within six months. 

• The bank will give Tai as much as she needs at 14% interest. She 
will have three years to pay it back. 

• Tai has $5,000 saved up. It's all she has and took her five 
years to savte^ 

1 \ Where should Tai get her money? Should she use her savings, her 

t - unqle's money,, etc.? Discuss your opinion in class. 

* . * « 

t 

Group Activity 

In a small group, decide on the "type of answering service you want to 
start and fill out the statement of .financial need below. (Use the busi- 
'nes's description you wrote for Individual Activity #1.) 

Here ,1s a list of some 'of the questions you will need to answer. 
# a. Will you begin with a call director or a regular 100-line switch- 
board? 

\ . b.- Will you rent office space or work out of your ho.me? *■ 

c. Will you buy new or used office equipment? 
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d. How much will you use on advertising? (A Yellow Pages ad Is a 
must.) Will you be sending postcards or fliers in the beginning? 
(See Unit 7 for a complete price list.) 

e. How much will you pay your employees? * 



Use the figures given in the previous pages to fill in the section on 

starting expenses. Also list the amount of money you have from personal 

savings and loans from friends (total money on hand). Subtr^** this 

figure from your starting expenses to find out how much you'll .need to 

♦ 

♦ n 

borrow from the bank. ** * 



STATEMENT OF FINANCIAL NEED 



Item 



TELEPHONE EQUIPMENT 
MESSAGE UNITS 
ELECTRICIAN ' 
RENT & SECURITY DEPOSIT 
UTILITY DEPOSI^ 
BUSINESS LICENSE 
OFFICE FURNITURE CP 



Amount Item 

PAPER AND OFFICE SUPPLIES' 

u LEGAL AND ACCOUNTING FEES 

DECOR 

ADVERTISING 

EMPLOYEES SALARIES 

OWNER'S PAY DURING START-UP 

FUDGE FACTOR 



Amount 



TOTAL STARTING EXPENSES 
TOTAL MONEY ON HAND 
TOTAL LOAN MONEY NEEDED 
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UNIT 4 



Being .in Charge" 



(Joal: To help yo,u choose the people wha work for you*. 



Objective 1: List the information needed on a job 
description. 

Objective 2: Choose the best person as an- 
operator from' a list of, three. 



/ 
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LINDA HIRES HER STAFF 



Linda talks about her staff: 



/ "I had no idea how important personnel is to a busi- 
ness. Every employer wants to pay as little as he or she 
can/ because usually salaries, are "your, biggest expense. I 
started by hiring people at the 'minimum wage. What a mis- 
take! Anytime there was a better job available, the person 
I hired would quit. And I would have to go through the 
whole process again. 

"It wasn't the easiest thing for me to hire people. It 
took mfe a while to figure out what makes a good operator. 
Sometimes the rno^t obvious things are not so obvious. I 
hired one woman who had secretarial experience and a 
pleasant speaking voice but terrible handwriting! I didn't 
even think of checking that. I should have giyen her an 
application form to fill out. It turned out that none of 
us could even read her messages. 

"I'm much better at hiring people now. I have a li^st 
of qualities that make a good operator. I'm sure of the 
wages, benefits, and hours I need people. And I know how 
to write a job description. 

"I didn't knowhow long it took to train a person 
1 before I started/but I do now. After about two weelts, 
.most people begin to feel at ease on the boards. After 
about* a month/ an operator .will have handled about every 
different kind o& call. When you- have your operators quit- 
ting every three months, you spend a lot of time training 
new people. . I don't bother with the minimum wage anymore. 
Now I pay $4 starting with a raise to $4.50 in one month if 
they work out okay. A one-month trial period is a good 
idea for both sides!" 
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Being in Charge 



Hiring People to Work for You 

ifiw do you know when you need to hire more* people? usual "rule 

of thumb" is one operator fpr every switchboard or for every 100 clients.* 
For extremely slow times (like the 11 p.m. - 7 a.m. shift at a 24-hour 
service), an operator can handle up to four boards. • 

* 

" Many small answering services start out with just the owner fan the 
switchboard and no other employees. With a Monday-Friday daytime ser- 
vice, *it Is possible to have one'person running it. 



How Many . . . . 9 

Let's assume your .business has been very , successful. What if you 
have, let's, say, 150 clients? Do*you need two people on the boards or 
just one? You will, probably need two people for the busiest time's; and y 
one person can handle the slow times. You may know when those times are 
Instinctively, or you may want to do a "call-count." Make a tim'e chart 
with a column for each hour you are open. Each time your answering ser- 
vice receives a call, *put a check in the jright column. .After *wo or three 
days you should see some trends, developing. 



For Relief . . . « 

There are also other reasons to hire people if you have been 4 alone on 
the boards. You will find it gets tough being on the switchboard by * 
yourself. You will ha^| to dash to the bathroom and eat between calls. 
Having even part-time relief makes a big difference. > 

• 35 
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To Give You Time ♦ ♦ . * 

Also, as the' owner of the answering service, ithere are other duties* 
you have to perform. Having other employees will give you tipe to do 
advertising, bookkeeping, and other managerial responsibilities — activities 
no one else can do* 



What Kind of Employee Do You Want ? 

the first step in hiring an employee is to write out a jpb des cription. 

» s 

Listing the qualities you want in an employee is^a good way -to beg£n. 

• * -. ' ^ 

This is Linda's list of what she wanted:' * Q 

must have pleasant voice and be able to v^rite clearly; 

• must be able to handle pressure situations such as medical* emer- 
gencies; ' 

• must have gopd manual dexterity (to work' .the switchboard); and 

* " * p mf 

• % must be prompt. 7 * 

* r 

Next, she added to that list the wages and benefits' #he would offer 
and the hours she wanted the person to work. ' 

Here is the completed job description that iijada wrote. 
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POSITION "AVAILABLE" FOR SWITCHBOARD OPERATOR 
Duties: Operate a switchboard. Take messages. 
Requirements: Must have a good telephone voice and neat hand- 

writing. No experience on a switchboard necessary. 
Personal: Must be prompt afrd reliable. Must be able it 

handle pressure /ituations. *• 
Salary:^ $4/hour starting pay. - 
Benefits: Vacation and^sick-leave, pay . I 
llburs: .-Evening shift 3-ll\p.m., weekdays f 
Teleqwik Answering Servic^- Linda Gajpia, owner 
423-8566 ^Call for an appointment. * 
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Where to Send the Job Description • 

^ % 

Linda sent the job description to local colleges because they list 
jobs at no charge and because she thought a ,cbllege student would be ' 
perfect. Students usually axe looking for part-time work. She 
thought it would be possible for the employee to study when the lines 
were 4 not busy. * , 

Linda also sent the jot^ description to the State Employment Agency. 
She knew a lot of people went there to look for jobs. If she didn't get 
enough applicants from these places, she would probably run an ad in the 
"Help Wanted" section of the newspaper* , 4 • 



The Application Form 

's * . ■ 

When people begin to call for interviews, it is important t;o have an 
application form for them to fill out. Large companies have their own 
printed for them, but mpst answering services rely on a standard form 
that is available at stationery stores. It is no longer, legal to have 
Questions asking a person's age, race,/ sex, or marital status. 1 These 
must be crossed ^>ut first. 

Selecting the right person for the job is a matter of experience. 
You can depend on the facts in the application form, the comments from 
references, and your owff "intuition" to help you^decide. 



Training the New, People 

Once the selection is made, the training* process begins. A person 
who Is being trained as an opa ^aty needs some* explanations as to how the 
switchboard works as well 'as on-the-job practice. Yo,u will want to 
explain what the different lines are*,* the best way to take messages, and 
your fifing system. . - ^ d \* 
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It is important that all of *your employees follow the same system so 
that when a' client calls for his or her messages, any operator can relay 
all of them without any problems. It is also a good idea -to role play a 
few calls* 'Have your new person fill out "pretend" message cards* 

Next, go through the information cards on each of the clients, and 
give the, employee' what he or she needs tcrknow Q in order to offer person7 
alized service. For example, you might tell your new hire things such 
as, "Ms* Smith never likes us to teli people she is out of the office* 
Always say she can't come to the telephone right now*" Or, "Mr. BroWn 
likes us to tell people he will call them back as soon as possible*" 

Each answering service has its own "personality." Some answering 
services never "joke around" with their clients. 'Others are m^re loose. 
That, too, should be explained to your new operators. 
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Some People May Not Work Out ' i 

If yqu fdecicle to open an answering service, you will find that some 

people will become g^pd operators and some people won't* A person may 

„ learn after being on the board for a while that* he or she just does not 

like dealing with grouchy people. Other people may get flustered when 
* * 

the board is really busy. Or you, as the employer, may just not like the 
way a person handles callers. Having the right kind of operators is-cru- % # 

cial '£ o an answering service. People who are unhappy as operators or who 
don't have the ability to relate over the telephone can ruin your busi- 
ness.* It is a benefit to you and to them to- terminate these people as 
"—quickly as possible. 



^Summary 

,/.--' 

Being a boss t)|kes some effort. Now you know some things to think 
about in hiring and training an employee. 



r 
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Individual Activities 



Learning Activities 



1. What^are some of the other activities you as the owner will have to 
do besides handle the switchboard? 

2. Linda sent her job description to the local college and the State 

Employment Agency. Name two other places that s^e^ could have sent it. 

i 

3. Linda did not put doVn her address on the job description. Do you 
think this was a good idea? Why or why not?. 

~ 4 * 

4.. One of the things Linda describes to all new people is the 
J "personality " of her answering service. Do you feel this is 
important f^fchy, or why not? 

5. Here are the applications of three people whd applied for a job with 
Linda on the- evening* shift. After she spoke with each one of thejh, 
she wrote down what she learned in the interview. *If this was all 
you had to go on, whom would you hire? Give reasons for your choice. 



Name: William Burns 

Education: Graduated Blossom 
Hill High School 
Completed 1-1/2 years Hillsdale 
Junior College 
English major 

Work Experience: 
one year: / <ff(irk 

Acme Insurance Officer ' 
one year: Burger King, 
assistant chef 

Comments: Very pleasing voice. 
Needs money badly. Will prob- 
ably m©ve in 9 months. Sick 
a lot in past year v 



Name: Joan Olmstead 
Education; Graduated Union 
High School * 

Major:, Business Ed 
Work Experience: 

three years: salesperson in 
department store. 
Comment sT^Ni^e but shy. Weak 

voice. Excellent typist and 

b oWcke e p e r • Wa m^sjk4 . 50/ hr.. 
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Name; Martha Sanchez 

Education: Graduated -Los Feliz Junior High 

(needed to work) s 
Work Experience: r 

ten years: nurse's assistant 

five years: ran a day care center" 
Comments: Sparkling voice. Says her spelling 

isn't good. Willing to fct^. 4 children. 

Wears leg brace. Good referents. 



\ 



Discussion Questions - * *' " 

1. Most answering services hire only women. The owners will tell you ^ 
that many people will not give messages to a male* voice because they 
aren't sure they are talking to a "secretary. " As an owner^ woi^ld 

you be willing to try out a male ^operator? W^y, or why not? 

2. You are the owner of Ansa-call Answering Setvice. One of your oper- 
• ators, Marie, is starting to "joke around" with Jasper Jackins, a 

client. She's thinking of accepting a "blind date" with him. Marie 
is clearly your best operator. What is your position on this? 

3. Tony Romero works for you and is a good operator. ( Hfe has asTeed for a 
raise because he thinks the other operators are goofing argund and 
not^work^.ng as hard. He has taken more calls than the other oper- 
afors lately. What do you do? v 

— ■ • \ 
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Group Activity * • 

How would .you fir^ someone? "GoodrbJye" is^ usually not enough 
people have" realized, after they have let someone go v> that they created a. 
lot of/bad feelings when they didn't have to. As a class, write a list ^ 
of yrio f 8 M and "Don'ts." Here are some questions for ideas. What would 
y^u do about termination pay? How much notice would you give? Would .y.ou 
tell the person why he or she was 'being fired? 
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/ ° 
Organizing the Work 

« t • 

* t> 

Goalf To help you learn how to organize the work of an 
, answering service. s 



Objective 1:" Complete message and information * 
cards fov^ clitent. m 




LINDA TELLS HOW TO GIVE GOOD SERVICE 



Linda tells how hard the competition is. In tne> next ■ 
breath she tells how good her service £s. 

"Let's face it, we're a service. You might say that* 
service is our only product.' People pay us to do something 
well for them. Do you have any idea what horrible reputa- 
tipns answering services have? I'll list a few gf the 
major complaints. 

• Answering services take forever to answer. 
They putyou on hold and forget about you. 

• They goof up messages. ^1 * 

• They don't know anything. 

They can t tead their own messages. 
t , * 

^ "I know I've made it through t^Tfirst year because I'm 
good. For one thing, I've' got the daily operation of this 
place down pat. • For example, I hrfve my message pad, made up 
special soit's perfect for me% If "you can't take good 
messages, you're not going to be in business vety long.^, 

"I have designation cards with ttfe names and phone 
numbers of all my clients and notes indicating how I'm 
supposed to answer their calls. ' ^ 

"I also have a file box vith an information card for 0 
eac\i client. % They don't know^it, but I -add birthdays, spe- 
cial events, or. special prefefences to those cards. It's 
silly, but" I know people appreciate it when I remember* 
I've 1 been known to gp out and get a prescription for a sick^ 
'child, and I chased down a hissing dog once. % I can do'that 
when I have another operator on- the board." / 
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Organizing the Work 



The daily operations of an answering service are not complex, but as 
thfc owner, you have to set up an office that is: 

• organized; 

• efficient; and * 

• neat. , . 



Signing Up Your Clients 



An information card like the following is usually filled out when a 
prospective client decides to use your answering service* 



Name: £UJU<**~ Tyitn^i^^a^y Phone: 5^^/2 2 



Number: 3 



Type of business/residence: 



pe or Dusiness/resiaence: 1 \ 

-^lloT^ UM ^ f^L u**L 
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You must be able to get at your messages quickly. If *you cannot read 
your own handwriting or that of the operators who Work for you, your ser- 
vice suffers* . 



This is the basic message form used by Linda. Most answering services 
use a»form of shorthand so they can take down the information quickly. 
The most common messages 0 are listed first. 



FOR 4 



FROM 



co. fitiiao . TUco^n^ 



PHONE 



TAKEN 

3/1 
V30 



P/5)RYCW/C YH if PSNLflMPT - SAP) WYC • H/A APPT RX HOLD 



P/C please oall 
RYC returned your call 
WC will call back * 
YH# ■ you have number 
PSNL personal 



IMF-SAP important — soon as possible 

WYC -HA will you call — you have number 

APPT appointment 

RX-HOLD prescription— hold 



The Special Request. 



Next are the special requests you may get from one of your clients* 
They go in his or her message unit and can be referred to if a call 
requires it. Your clients may ask you to deliver a certain message if 
a particular friend or customer calls*. 



SK. IN 



| tXT. 

■v^— NAMI Ofl UNI NUMMW i ■■ I ■ ■ 

Mr. 

OaiVH THIS MESSAGE} 



TIMS RECEIVED I TIM! COMflfTlO 



sic. ovr 



When your clients a^e out of town, they may leave a general message for 

*\ 

all their callers. The form below alerfrs your operators to a line that 
.will always have to be answered. 



r 



, OUT OF TOWN 

In 



CLIENT'S NAME 



x ^U^j^c^. -(try- j e+*Jt~yt*yC*jb & ^V^f ' 

2 O/^) 999-/2./Z 

P 'Taken byi 1 D.I. by: 
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The following form is an alert to operators so tTiey know a client has 
changed something. , 



NEW INSTRUCTIONS ! 

i- m 

v cuiwri NAME ^ " 

S <3t+&L .£<A*t^ O^fco^ SeLtu^dcUj 9-/2.. 
I Taktn by: 4^1 JM. by: ^ 



Old Messages \ , 

I 

What do .you do with messages that have .already been delivered to the 
client? A copy needs to be saved for a variety of reasons.' .One, a client 
might lose a phone number &nd will want you to supply it again. Also, if 
you c.harge by the messages you take, rather ,than* a flat monthly rate, you 
need to tally up the number of messages each .month. 

Most answering services have a weekly f fife box for old messages and a 
monthly file box.that^has all the messages from ^previous weeks. 



Summary 0 * 

c It is important for an answering service to have a good system -for 
taking messages. Using different message forms can be a big help. 



Learning Activities 



1 



Individual Activities 



1* This is a typipad morning at Linda Garcia 1 8 answering Service* 
out the blank cards below with the following information* 



Fill 



A. 9:38 a.m. 



B. 9:45 



C. 10:02 




D. 10:35 



B. 10:50 



Rhonda Dubin called for John Homer (# 142). His 
brace will be ready on Friday. Please call back. 

Alice Speight called for Al at A-l Rug Cleaners (#92). 
Urgent — she spilled a quart of milk on her rug. 

Linda got a new client today. Here is all the. infor- 
mation she gave Linda. Fill oirit an information card. 
Keep your notes short and compete. Fran Ryan; tele- 
phone number: 386-4218. 0ccu^€tb^r Social Worker. 
She rarely andwers the phone. Needs to be called if 
there is an emergency. Needs 24-hour service. 
Answer phone with. her name only. Can be reached at 
Mayfair General Hospital on Tuesday and Thursday.' 

A client, Arnie Shaw<#104K called at 10:35 a.m. to 
say that if his daughter calls, tell her to wait at 
the school office. * 

A client, Chris Sanchez, called to say he won't be 'in 
the office all day; if Rita Manx calls, he must see 
her 10 minutes before the trial starts. 
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Name : 


Phone : 




Number: 






Other names on this line 














Type of business/residence: 






Special Requests: 
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Discussion Questions 

• " « •* 

1. Velma Steinhegen, aT psychologist* complained fro Lind& that she has 
missed two important calls. Pretemf you are Linda .talking with, . 

Ms. Steinhegen,* Show your class an example of what you feel yould be 
a good way and a poor way of handling? it. » - ' 

2. 'Clients often ask many answering servfce operators to tell "lies" for 

them — for example, saying a client fs "in a*-meeting" when she is 
really vacationing in the mountains. How do you feel you would 



handle this? v What are your feelings about lying for your- c 



client's? 



3. Many answering service operators will tell you never to put a client 
on "hold." Tell the person you broke your pencil, your pen ran out 
of ink — ANYTHING EXCEPT "could you 'please hold?"' Can you think of 
other ways of saying "could you please hold?" 



Group Activity „ 

Practice several exchanges between student "operators'" and student 
"clients." Practice filling out different message cards. Use a tape 
recorder if possible* Have two or three clients call at the same time. 
When. the operator wanfrs* to connect with ft a call, he or she can point at 

Jk v. 

the person, whosfe call is being answered. 
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UNIT 6 



Setting Prices 



/ • 

To h^lp you decide how to set prices for your •; 
answering service. 

Objective 1: Name the different types of pricing 
practices answering services use* 

Objective^: Set prices for your answering 
service given different operating factors. 




LINDA DECIDES HOW MUCH TO CHARGE 



Linda tells how she decided on her prices. 

"Befqre I even looked at my ouh costs, I thought I 
would look at what other answering services were asking. 
Obviously, like any business, you have to be competitive. 

"I made calls to the other answering services* in the 
area* I called both the daytime services and the 24-hour 
kind. Virtually everyone charged by the month, which made 
comparison easy. I made a chart to write down all the 

information. 

* 

"Even after I got all the information, I still did not 
^know what to charge. The big difference in answering ser- 
vices is whether to charge a flat rate or to charge by the 
unit* > * 

"My Mksin had worked for an answering service that 
charged osyTthe unit* She hated the bookkeeping. She had 
to tally the numbers at tjie end of every day. Then at the 
end of the month she had to do' individual billing for each 
client. It seemed like a. lot of extra? work to me.. Usually, 
the customers with fev^caJLls ten4 t$ balance out' those that 
us,e the service a lot. T decided on $33/month, flat fate 
for daytime service ^nd $43*/month for 24^hoar service. My 
billing was easier, and I used as a selJLing^ point the fact 
that the clients would not be surprised at the end of the 
month with a large, bill. Eventually I did make an excep- 
tion for joint users and the few clients I make appoint- 
ments for." ^ 



" Setting Prices 

— t 

Here are the terms Linda^ had to know before sh^could compare prices: 

M6nthly' Charge :> How much.a client pays to the service, no matter how many 
calls he or she gets. All answering services have a 
* monthly charge. 



Flat Rate: 



Unit Rate: 



The monthly charge remains the same regardless of the 
number of calls. This is how Linda charges. 

Along with the ynonthly charge, the\lient gets charged by 
the number of/calls she or h£ receives. Most answering 
services that charge bythe c&ll give a certain number of 
calls pree before they start charging — for example, 
i25/month, $.25/cap above 50 calls. 



Joint Ufrer : The phone does not ring anywhere except at the -answering 
service. The answering service is almost like the 
! - client's secretary. 



How to Determine Price 



All answering service owners go about fixing' prices for their services 
in .different? ways. Everyone, however, wants to make, a profit to stay in 
business. These are the four most important questions in determining 
price. f 

What are people willing to pay for your service? ~ What does your 
Competition charge? 

How. much do you need per month to cover your business costs? 
How much do you want per month in profit? 
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Will you charge flat rates or unit rates? What extra services 
are going tp be charged to your clients? 



What Are People Willing to Pay? * 

Below is Linda's chart of her cdfapetitors 1 prices* When you begin to 
research the answering services ^n t y our area, you will probably fill out 
a chart like this one. 



tnjrc 



Answer ' 


Hours 
Open 


^Monthly 
Charge 


Free 
Calls 


Cost/Call 

over 
Free- Calls 


Other Charges 


T. Friendly 


24 Jir 


$45 


Flat' 


Rate 


$6/mo telephone company 


2. Phone Ex- 
change 


8 am - 
6 pm 


$25 


50 

1 


.25<t 


- 1 0<t wrong numbers 
additional hours 

6-9pm $10/mo 
additional hours 

Saturday $10/mo 


3.Qakwood 
Answering 
Service 


w 8 am - 
8 pm 


$35* 


60 ' 


.20* 


Joint user: 
*$25/mo; .25<t/ca11 


4. River 
Answering 
Service 


8 am - 
6 pm 


* $32 


Flat 






5. Hello 
Answering 
Service 


24- hr 


$37 • 


• 80 ' 


.20* 


V 



Your prices must be in line with your competitors 1 ; people won/t want 
to pay higher prices* You can go lower than the lowest priced only if 
your expenses are also low or if you have a large amount of clients. 
This probably will not be £rue when you are first starting out.' 



Another 'problem in charging a very low fee in the beginning is that 

as you figure out your monthly expenses, you might have to raise your 
X 

monthly rates fairly soon just to make ends meet. Your clients will feel 

5 



that you misrepresented yourself just to get tfaem-hooked. Ttiere will be 
many reasons that you will have , to hike prices — don't start too low in 
the first place. >- * 

Whet are your business costs ? Doing a monthly expense sheet is the 
only way you will, know how much running fche answering service is costing 
you (see Unit 6). Expenses include equipment costs, rent, sv^plies, 
advertising, and other routine costs. 

What is your desired profit ? Most new' business owners cannot expect 
to pay themselves a high salary. Th£y knov that they cannot expect a 
profit (money that is left over after all expenses are paid) for at least 
six months and possibly a year. You should however, add some profit int» 
your price. The amount wij.1 grow as your number of customers grows. . 

r 

Will you^bharge flat rates or unit rates? How will you charge for 
extra services ? If you hate bookkeeping and have very few "big message" 
clients (a client* who gets over- 125 calls per month), charging a flat 
rate like Linda's answering service is probably a good idea* Most clients 
appreciate it, and you know exactly how much money you will be making. 

On the other hand, if you have a lot of big message clients, if you 
offer special services like paging clients, wake-up calls, or making 
appointments for thein,. and f if you don't mind the extra bookkeeping, 
charge by the call. You can also charge 'for all the extra services. 

If you charge unit rates and bill for extra services, your pri^e* 
chart might look like ttjis:^ 

Base rate: $35/month' 

Number 9f messages included in the base rate — v * 

Charge for messages above 60 $.15 jeach 

Daily wake-up service • 5/month 

Ag^ointment service $ 5/month 

Paging service ' $.25 per time 



* ^ / 

Being realistic and pricing competitively will help keep you in 



business. 9 



t What about raising prices ? Raise prices v to keep up with inflation, 
xoif might lose some customers, but if your service is good, most people 
WilJL understand. Also, you should giVe at least one month's notice. No. 
one likes higher prices sprung on them. ' / 



Summary , 

■* • * * 

Setting prices takes some thinking; You have to know what your 
expenses are, what your competition is charging^ and what the demand for 
your services is before you set prices* You also need to decide whether 
to charge flat or unit rates and how to bill for extra services. 
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Learning Activities T 

< - J 


■» 


t 


* > • * 

individual Activities • * 


* 


• 


1. Read the descriptions' of tlie two clients below. Using Li'nda's chart 


- 




on. page 55, anf* assuming these clients want the least expensive ser- 


# 


• 

» 


vice, which answering service should they choose? 

> 


* * 


- 


v a. Alvin Lee is an interior designer - and is out of "his office mQSt 






of the fime. He needs a daytime service and gets about 120 Calls 


♦ 


i 


per month. Which service would be the least expensive for him? 


* 


) 


* b. Dr. Mary Saito ^.s a dentist and needs a 24-hour service." Since 




p 

K * 


she has a- receptionist in her office, the answering service would 
only handle after-hour emergencies. ' She gets'YBout 20 of those 


• 


( 

* • J 


per month. „ Which would be the best service for her? 




•* * * 


0 




** • 


2.^ Write oxij^'a pricing sheet for your answering service. 






3.^ Write a letter to your clients informing them of a -price increase. 




' i 

m ' V 


Be sure to explain why you are, raising prices. 

t * 

Discussion Questions * n 


• 

r 


» 


1. "'"One of your clients wantjs to sign a year-long co'ntract so that he can 






be sure the prices won f t go up. Many answering services are now 






beginning to do this. Discuss the advantages and disadvantages to 




• 


> w* . 

•you. ~- * ^ 

* . ' r 
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,» v. 

& » 


• 



2* YDu charge a flat rate fee of $35/month for services. Your operators 

o ' 
are spending a lot of time bn the calls of five clie'nts,. More people 

are being put on hold. * Do you think it would be fair to charge just 

.these five people extra? # Discuss. 

3. List as many reasons you can think of that an answering service might 
have to raise priced. * \ 

* " : \ ■ • ' ■ ' 

Group Activity * 



Have clfcss members call two .or,, three different answering services to 
get a complete price list.' Fill out a chart like Linda 1 ^ frith the infor- 
mation you have gathered. Discuss advantages and disadvantages of each 
pricing system for different types , of clients. - ~~ 
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UNIT. 7 



Advertising .and Selling 



To help you learn ways to advertise and seli your 
answering service.. ~ • 



Objective 1: Choose the best way to advertise your 
answering service depending on. the amount of 
money you have. ' * <( 

Objective 2: Design a printed 'ad- for youjr answering 
service for the Yellow Pages of a, 'telephone book. 




TELE QW IK ADVERTISE^ 



For Linda, one, of the most important parts training her 
new operators has to do with advertising- and promotion. 

\, "When most people want an'answeririg service, ^they will 
ook in the Yellow Pages. And most people will call a few 
places to check them out before choosing one* I have a 
huge ad in the Yellow Pages. Huge! I put in it everything' 
that would make my service appealing — personalized service, 
accurate handling of messages, friendliness. But I fcell my 
employees that we are really TeleqwikVs main way of getting 
business. And it's true. Ot^ce a person calls to check out 
your service, your operators have to be all that your ad 
> says they are. They have to be friendly, sound intelli- 
gent/ and sell your service. 

^ "I go through a lot of role playing with my operators.- 
I pretend to be a customer. They have to be able to tell 
me the correct rates, the kind-of service we< provide, the * 
hours we are available, and generally be as helpful as 
possible. Many of my clients have come to us just because 
* they were calling one of our clients and liked the way we - 
answered the telephone. v 

,"I also decided to give my Customers a special low 
three-mongh introductory rate. Sometimes, if , a person is 
not- sure about which answering service to use, that is a k 
selling point. . * 

"This is a very competitive business. Most people will 
call more^ than , one servL&e before they decide. Obviously, 
you have to answer the phone well, but cost is a big^factolr 
to toost people too." 



/ 
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Advertising and Selling 



Every service business 'needs clients. Owners of answering services 
in general do not spend a lot on advertising. They rely on: 

• a listing in the Yellow Pages; 

• goodwill; " 

• direct mailing; and w 

• one-time only ideas. 



The Yellow Pages . An ad in the Yellow Pages is very important. 
Seventy percent of your clients will get your name that way. Most * 
answering services delay opening their businesses until the" new edition- 
of the Yellow Pages has their name in it. The Yellow Pages ^sale^s t 
department will help you design an 9 ad. But .you .need an idea of what you 
want.' Let's logk at the parts of an' ad.' * 

, ADAIR PERSONALIZED ANSWERING S ERVIC E . 
7— 1 

999 Adai* Ifay, Phoenix 

378-51942 " • 



-" Talk t o Someone 
Who Cares" 



Efficient \ 
and r 

Dependable 




Daytime or 24-Hour 
Service 



"We're in Business 
To Answer For Your 



f Business!" * 



headline - the biggest letters should be eye-catching 

illustration - a drawing 

copy - words you use * 

• . * * * 
layout - how you arrange your ad 

identification - name, phone number, address 

\ 
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What f § the most important information? JBor an answering service, 
your phone number is very important, mor^lmportant than your address. 
You must "also tell people: — r 
. who you are; 
where you' are located; 
what services- you provide; 
what hours you are available; and 

why someone would want to choose your answering service. 

The ad must be eye-catching and honest. Many companies know that 
being near the beginning of the list is also a plus. Think of a name 
that begins with "A" or "B. M 

How -much an ad in the Yellow Pages costs depends o<n how big the city 
is-. Depending on the size of your area, you may want to list your ser- 
vice in, more than one telephone book. 

Goodwill is, another aspect t>f promotion and advertising that is very 
important. It means generating good feelings- about your business. 
Everyone does it differently. 

i « 

- Linda went around to everyone in her tjuilding £30 different ^offices) 

and offered them three months of free service. Five people took her up 

ofi.it, and it was a chance to meet everyone. 
* » 

Louise Simms went to th£ nearly high schools and colleges and^of f ered 
to §peak to the business, classes about opening, up sP small business. 

Sam Chersky announced at his men's group that hq was opening an 
answering Service and that members would ge't a specikl rate* 

Ellen Mann had a Christmas party after hSr first year in business, 
"It was highly unusual. After all,' nobody had ever seen anybody. But do 
you know, everyone came; we all had a great time. I actually think we 
gave better service after 'that*'* 9 ^ * 
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Sometimes it doesn't seem as if these activities^ bring direct results, 
but they do. The more contacts you make, the more people will remember 
you when they do need an r answering service. 

f ■ ' 

Direct mailing . This consists of sending a single page flier or a 
'postcard (which is cheaper) to a business y'ou think mdy need an answering 
service. The flier or postcard should be similar to your ad in the Yellow 
Pages. You can get names and addresses of businesses just by looking in 
the Yellow Pages. Or you can buy lists from the. Chamber of Commerce or 
trade associations. Getting your name out is' important, and this is one* 
way to do it. Here is one flier sent out by a small answering service. 

TWO SISTERS ANSWERING SERVICE I c 

ft* , ' 

Are you looking for a good answering service? Are you 
tired of people hanging up on your answering ^machine? 

fi -> .*4te hkve ten years of experience , and can offer fou the ' ' 

following services: * 

, • We. are a very, small, personalized^answering service. 
- Our operators have been with us for a year or more. 

We carel We will get to know you and your clients -on 
a more personal basis, as a secretary* would. Actually, 
most callers think we are secretaries! 

♦ 

• We take orders, special messages, and have even been 
, known to keep track of clients 1 children and dogs. ^We 
want to do the specla^little things that a larger 
service cannot do. - 



For all of this we have no extra charges, just one basic 
charge, so you can always expect the same bill ev^.ry jmomth. 

Our rates for Los Altos are $34.00 a month, and for 
Mountain View $32.00/a month, j > 

We would be happy to refer you £o our present .clients for 
their opinions of our frifendly and efficient service. 



* 'Please give us a call} or tetter yet, come in and meet us 
personally! We are located at ;903 North San Antonio Road iti 
\ Los Altos. 



941-6600 
Maggie and Barbara 
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• "One- time-only" advertising is usually done when you first open. It 
is anything that is done to let a lot of people know you are open and 
ready for business. 

• An answering service in Ohio had balloons made into the shade of 

N a telephone with the service's new name and number on it ana gave 
them away. , - 

• An owner of a 24-hour service in West Virginia had his car painted 
to look^like a telephone. (That may not be what you want to ^do 
with 'your car, but -it did get people's attention.) 

• One' service in California invited the mayor to- answer the first 
call and invited a reporter from the local paper. 



And All for the, Low Price of ... 

" ; ; : • p 

> 

How much does advertising- cost? Here is a sample price list of the 
advertising strategies you have just read about. i 
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0 > 



MEDIUM ' 


0 

<, COST 


Yellow Pages " 

Population 14,000 , 

Population 110,000 

* - 
* Population 700,000 


•1/4 page * 1/4 column Bold Face 
$40/tao/ „ * $10/mo. $3/mo. 

$115/mo. / $29/mo, ' $4/mo. 

$193/mo • $49/mo . . $5/mo 


Direct Mail 


. 20c/ item — includes printing, postage, 
handling (your time counts) 


uUUUWill 

3 months 1 free service^ 


$100/per person 


Ellen Mann's Christmas Party 


$125 * 

i 


r 


Speaking at colleges ■ 

: — ^ 


1 

4 hours/ time 

* 


i 


One- Time- Only j^pas 


$50 


v a * 


* .1,000 balloofl 


Paiat job on car c 


$550 


1 


Mayor to speak 


3 hours to arrange it 



Summary ^ 

.You can have the best answering service -in the world. But if people 
don't know, it, your 'business may fail* ^Advertising and selling are the 

* o 

ways* you let people know what ydu do. Now you know how answering ser- 
vices can advertise and sell their services* 
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Learning Activities w \ * 

Individ ual Activities' 

■ — — • • ( 

r.. What "is the best* wfy to advertise aij answering service? 
2. What aire the five parts of an ad? 



3. Design an ad for the Yellow Pages. 

• Use 8 1/2" x 11" paper. (Most people use paper bigger than the \ 
actual ad will be. A special camera reduces 'the size later.) 

• Be sure to include all the information on page 65. 

• Include all parts of an ad. Even if your artwork is not perfect, 
draw a sketch to show your ideas. 

4. Call the Yellow Pages sales department in your area. *Ask for a price , 
list oh dif f ereat-sized ads. 

5. Name three ways to inform people of your service. 

V « 

ti / 

t 

A. 

Discussion Questions / 

1. Read the sections on "goodwill" and "one-time-only ideas." «» Brainstorm 
with your class ideas to advertise your answering service that could 
come* under both of these heading s* ^ Remember: 

"Goodwill" is anything^ that makes people feel good about your 
business. 

."One-time-only ideas" can be a little crazy. They are supposed* 
to be unusual. 
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2, Refer to the advertising price list on page 68 and*plan an advertising 
strategy for the following people, 

a. Shelitha Johnson is just starting her answering service in San 
Francisco, population 700, 000, She is goiiig to spenjd $3,'00TF to 
advertise for the entire first year. Plan an advertising stra- 
tegy for her. Name four different things she can do. At least 
one should be goodwill. Remembe'r to multiply by 12 (months in 
the year) the> monthly amount for a Yellow Pages ad. 

b. Ramon Garza has been in business for four years in Waco, Texas 
(population 161,000). There are several new office buildings 
going up, and he wants to reach them before his competitors do. ' 
Plan an advertising strategy for him. He is going all out antf 
spending $5,000. Name three tfhings he -can do. 



Group Activity • 

» 

[ Businesses use different themes in their ads to get customers t<? buy 
their .services. -They use these themes to appeal to different human nee^s^ 
and desires. They may take the "no frills, no extras" approach to appeal 
tQ the customer's need for basic services at a low price or the "in by 9, 
out by 5" approach to appeal to their desire for convenience. Or they 
may try to*fulfill the customer's desire for social status by presenting 
a high-priced, "exclusive" image. They may also use themes that are not 
at all related to their business — suctvas "sex Appeal" pr the desire to 
travel to exotic 'places — to attract customers. 

< ' . : 
' . '„ * - " 

Look at a few ads for answering services (or for other related busi- 

*■* 

ness services such as typing services) and see what different approaches 
are used. How do you feel %bout 'them? Which of these themes would you 
use for your business? Which would you not use? Why? 
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UNIT 8 



Keeping, 'Financial Records 



Goal: To help you keep track of money~™et5ming into an 
answering service* 



Objective 1: Compute how much a cli.ent owes you 
, t and write out the bill* 

Objective 2: Write out a monthly account for one 
client. 



V 
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•LINDA KEEPS TRACK OF FINANCES 



Linda says that bookkeeping is the least favorite part 
< of her job, but she knows, it's important. , 

"I can't 4 say I_Jj3ve bookkeeping, but, of course, I do 
it anyway. And I've gotten good at it! You've got to get 
your clients 1 bills out on time, or you don't make any 
money. That's what I' call reality. I pay attention to 
reality — know whajt I mean? Luckily , most of my clients 
know what it*'s Hfee to have outstanding bills pilingr up," so 
they pay an time. 1 

"I try to do most of my billing between calls on Tues- 
days, Wedn££aays, and Thursdays in the morning. Chart's my 
best time.* "I'm not so» busy then. We tend to get more 
calls on, M'ond'ays and Fridays. People try to make doctor's 
appointments then. ' I teach my employees how 'to do the 
t?illj.n§ so "feha't it. doesn' t all fall on my shoulders. I 
check all the work, however, before it goes out. 



"A friend of mine in Florida has a service with 150 
clierfts. Ms hoping to expand to 200. in the next, two 
years and 4*5*go to computer billing. In the long rua 
that's cheaper. But you need a certain number of clients 
to make it wortt; while. I don' t^know If I'll'pver get that 
big — or if I want to. 

"All owners *have to decide how long they Will trust a* 
non-paying account. Since business is good-^I'm pretty 
nice about it. I'll let someone go for two or -three, months. 
After that I, just put. a white plug in their line* I've 
only had. to do that 'about three times." * , _ ~ 
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Keeping Financial Records 
~ . 4 
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Keeping financial-records is a must for any answering service. It 
must begin way before you take your first call. / In this unit 'you will 
learn how to ttll-'your clients s6 that; you can get p 1 aid for the work you 
do, and how to keep track of customer accounts* ' • - * 



How to Bill 

t - , . , „ 

« c * 0 * 

t * Customer billing forms are records of the services used by a client 

r 0, * - ■ - > 

in a month. They shQw the amount owed for the specific time period. 
Every time- the fclient pays, it is recorded* alpng with the* ne.w balance of 
trtfat is owed. * 



'Hqw ydur bill looks depepds on your method of pricing. If you charg 
a "flat rate, "'your bill will be the simplest. There will be^o calls't 
add up; This is w^at Linda's bill looked like forgone of hdr clients- 





S - 1 v 

CUSTOMER BILLING FORM 




Dr. William Giordano 
1427" Third Avenue <• • 
Tucson 

326-0762 ; 




« i a 

% 


- ♦ . 


Date 


Description 


Mount 
Charged 


Payment 
Received 


Balance 
Due 


Mar 20- 


Service/Mar 


$ 43.00 


* - 


, $ 43.00 


Mar 26 - 


Check #4238 




* 43.00 


-0- . 


* April 20 


Service/i\pr 


. 43.00 


\ 

f 


43,00 • 


•April 24. 


Check #4280 

> 




43.00 ' 


, ro-. ' ' 
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If you charge by the number of calls, your billing, as well as your 
* * * • 

* whole bookkeeping system, will take more time. Many answering services 

are changing to this kind of system because it charges clients by the 

amount of work you do for them. It allows answering services to bill foi 

more money if a client has a lot of calls. . - * 

, rfere is an example of a bill from another service. It has a basic 
monthly'rate plus > call rate. 'The client was also charged far address- 
ing rjldiliog labe/s and for sending his messages to him through the* mail.. 



Hal, f s Plumbing Service 








' ' 4106 Norton Way 








Los Angeles, California ■ 








963-5539 














Amourtt 


Payment 




Date 


Description 


Charged 


Received 


Balance 


April 2 


Basic Monthly Rate* 


$ 27.00 








42 calls 










<? 20i each. 


8.40 








v 300 mailing labels 










@ H each 


15-00 








mailed March messages 
» 


1.50 


-0- 


$ 51.90 


*Includes 

6 


first 50 calls 




/ 


> 



It is important to itemize a bill each month. That means that if you 
charge a client for more than one type of service or for the number of 
calls taken, you write all that information pn the actual bill, ttost 
people want to know exactly what they are paying for so they .can watch 
for errors. * 



Hog to Keep Records in the 0 f f ice 



r 



You should send your customers a copy of the billing form every month 
and k^ep a record in y<kir office as welli Your office record (which will 
look similar to the billing form) i6 calle^i tjhe customer account form. 
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In somg cases; your account form may be more detailed than the' bills you 
'send your customers-* If you charge by" the call, for example, you should 
keep track of calls on a daily .or weekly basis for your records and sum- 
marize these on the customer bill. 



This is what your- customer account font might look like if you charge 
by the call. In this example, the first 50 calls are free but must be 
counted. 



Name : 

rUJU re bo t 

Account No. 


■ / 

Hal's Plumbing* Service, . ] 
. 4106 Norton Way,' Los Angeles, CA 
: 103 . • 




Date 


Description 

• * 


Charges Credit 


Balance 


February 28 


check #1042 


/$ 46.80 


r0- 


March 7 * 


36 calls 


.-0- 




March 14 


40 units (26 @ 20*£) \ 


5.20 


$ 5.20* 


March 21 


10 calls 


2.00 


7.20 


March 22 


°300 mailing labels <? 5i 


15.00 


22.20 


March 28 


6 calls @ 20* 


1.20 % - 


23:40 


1 March 31 


monthly charge 


27.00 


. 50.40 . 


March 31 


mailed messages 


1.50 


51.90 


April 4 


check #;082 


50.00 


1.90 



Summary 



Financial records, help you keep track of your business income and 
expenses. Now you know about two of the financial record forms you use 
to do this* They are the customer billing form and the customer account 
form. / \ 
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Learning Activities 



Individual Activities 



1.- Linda had other clients that she needed to bill for the month of 
April* 



a. m Complete a bill fbr Mindy Kaminsky, an interior decorator. (The 
flat daytime rate is $33. 00.) , ? 



She forgot to pay her bill in March, and now you also have to 
bill her for April. Her bill is due .on the 15th of every month. 



CUSTOMER BILLING FORM - 

Customer: 

• - , 

Payraeat Due Date: 

> 


o 

Hate 


Description of^Sale 


Amount 
Charged 


•Payment 
Received 


Balance 
Due 



































































2. Bellview Answering Service charges customers a base rate of $30 plus 
15i a 'call after 30 calls. . ^ 

Write out a bill for Jody's Recording .Studio. He 'has a balance of 
-0-Tor March* In April he received 45 calls. The bill is due May 1. ^ 
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CUSTOMER BILLING FORM 

Customer: 

Payment Due Date: 


Date 


Description of Sale 


Amount 
Charged 


' Payment 
Received 


Balance 
Due 


• 
















• * 






\ - 


f 


















i — f 


♦ 




4 













„ Discussion Questions 



1* In this unit, we have covered financial records of money coming into 
the business* What other types of financial records would the owner 
of an answering service have to keep? Clhitik of the other types of 
money dealings this business would have.) 

2* Why is it important to keep caijeful financial records? What kinds of 
problems could develop if they are not well kept? 



Group Activity 



As the owner of a successful answering service, you have just found 

* 

out. that you are going to be audited by the Internal Revenue 'Service. 
What are some things that you can do to prepare yourself for your initial 
'visit wifch the IRS agent? 
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UNIT 9 



Keeping Your Business Successful 



Goal: To help you learn how to keep your business "in the 
black." 



Objective 1: Figure 'out • the net profit, profit 
ratio, and expense' ratio after being given a 
specific buainess situation. 

Objective 25 Tell at least one way to increase 
profits in a business that is* losing money. 

Objective 3: 3 Tell a way to 'increase the number of 
clients yjou.have by changing or improving your 
service. 



/ 
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LINDA CHECKS HER COMPANY'S HEALTH 



Three years after starting her answering, service, Linda 
had 132 clients but was barely meeting her expenses. She 
kjiew of other services that had fewer clients and were 
doing better. v 

"I had to take a close look at my whole operation. I 
was gettin^clients, offering a good service; and paying a , 
modest rent; yet I was just barely covering my expenses.. 

M I made out extensive profit/loss sheets — one for when 
I began, one for the present, one for the. future. I really 
had never thought to do that before. I assumed that since 
my prices were competitive and I had 4 fair number of 
clients, I was doing okay. 

"I know this sounds ridiculous, but -a lot of businesses 
are successful without making a profit. Mine was ^ne of 
those. 

"Every single one of my expenses had been slowly going 
up. * Oh, I did raise my prices, but just once — and 'I was 
too scared to ask far a lot. 

"I was also slightly over-staffed. I mostly needed 
someone from 11-2. But I thought no on6 would want to work 
just those hours. v So I hired someone 12-^4. That's 20 
exfra "hours a month — which- comes to $100 plus all the 
social security I had to pay. ^ , 

r 

Getting a total of eight new clients in a whole year 
really isn't very much. I decided to concentrate a lot 
more on the selling end — to go out aral find more business • 

"I'm much happier now. I look at my profit/loss state- 
ment every month. I feel as if I'm in control." 
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Keeping Your Business Successful 



In this unit you will learn how to judge whether your business is 
successful. You will learn how to. compare business statements from two 
different years. *And you will learn how to increase your profits. 



The Profit/Loss Statement 



Linda talks a iot about her profit/loss (P/L) statement . This is a 
record of what is earned in sales ( revenues ) and paid out ( expenses ) in a 
ar. The P/L statement also records the profit that is left after 



expenses are paid (Net profit ,=* Revenues - Expenses) 
Linda' € statement for Years 2 and 3 of her business. 



Let ' s look at * 



TWO-YEAR !>ROFIT/LdSS STATEMENT 
\ear -2 
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Year 3 





$ 


% 


$ 


% 


Revenues 








-> 


Credit Sales 


45,000 


1 100% 


50,000 


100% 


Expensed 










Salaries 


8,000 , 




9,5*0 




Building and Utilities 


4;100 




'5,7K) 




Telephone Equipment 


4,200 




5^190 




Supplies 


250 




240 




Advertising 


3,000 




.3.700 




Legal Fees 


,200 




300 




Insurance 

-TOTAL 


i 250 
20,000 


44% ■ 


-m 

25,000 


50% 


Net Profit * K 

1 „ t v 


'"25,000 

1 


56%- 


25,000 


50% 
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Two percentages are ^hown on' the profit/loss statement: the profit 

ratio and the expense, ratio* These ratios are computed as follows for 

Year 2. v 

n „. Net profit $ 25,000 c ,„ 

Profit ratio = — — *- = I , ' = 56% 

Revenues % $ 45,000 

„ Expenses * , $ 20,000 //<v 

Expense ratio » p . r ■ I / = 44% 

r Revenues $ 45,000 

Let's look at Linda 1 s profit /loss statement to see what happened to 
her business in the third year. Linda brought in more money in Year 3 
than in Year 2. She had more clients, and she raised her prices. How- 
ever, Lii^da made the same amount of profit in the two years. This was 
because her expens^ ratio increased and her profit ratio decreased. 

If you compare Linda's expenses in Year 1 and Year 3, you will see 
that she paid out more money for: 

, Salaries * Advertising 
Rent and Utilities Xegel Fees 
Equipment * Insurance Fees 

.In fact, every one of her expenses increased except supplies! If the 

i- , 

economy Is suffering from general inflation, this' Is often the case. 



* 3 v 

How to Raise Your Profits 



There are four ways to raise your profits and keep you* profit ratio 
in line: 

• increaseVyour v number of clients* (sales) ; 

• raise your prices^v - 

• lower your expenses; or 

• expand your services. 

Each one of these takes a lot of thinking, and means taking some risks. 

Increasing your number of clients means doing more selling. It prob- 
ably means investing more money in advertising. You may have to spend 



• 7 ? 
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more time away from the switchboard finding those clients. You may join 
oivic groups, do* door-to-door .selling-, or make-more "blind calls." * 

m You will have to JLook at how each oX your clients found' out about 
your service' in the first place and put more energy into those areas in 
which ytfu were most successful. \ 

Raising your prices always seems like the quickest and easiest method 
of raising your- profit ratio. It is not that simple. 

If you charge a flat rate and raise it, your clients - with a small 
number of messages will be angry. These clients are considered your 
"bread-and-butter." They don't take up a lot of operator time and don't 
want to pay the same as your big message users- 

If you go from a flat rate to a message unit rate, your big users 
will f!ave a big increase in their, bills. This may be "fairer," but some 
may look for another answering service. 

Reducing your expenses is the third way to increase your /profit ratio. 
To do this you have to lo^at each and every expense — particularly the 
big expenses. • 

i 4 

* » * 

Salary and rent are big expenses/ These are the questions, to ask 
yourself . 

1« Can you let some employees go or cut down on their hours without 
hurting t^he kind of service you are giving? 
- 2. Can some of your employees learn the bookkeeping eiyd of the busi- 
ness to cut down on your accounting fees? 

3.^ Ar^ there smaller places that can accommodate your switchboards? 
Einding a place for less rent is hard, but it can be 4one. 

The smaller , expenses are harder to decrease, but they should be gone 
over for possibilities. 

1. Is each type of advertising bringing in new clients? 

" 78 
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2* Can you do some of the legal work yourself? 
3. Are you wasting electricity or water? 

t 

» Expanding your services * Many answering services find that the best 
way to increase their number of clients is to expand their services. 

• A daytime service can expand to include evenings or weekends or 
to. become a 24-hour service* 

• You can zero in on certain types of client's: doctors, lawyers, 
and ambulance or tow truck services* «. 

• ' Since you already have many«,customers on yqur boards who may need, 

these services and who already know you, you can expand your 
answering service to include typing services and direct mailing 
t services. ^ 

, • You can open a branch office in a city close by. People will 
already know your name and reputation. 



A Note On the Future — Computers 

Almost all answering services use the standard 100-client switchboard 
(they may have several in a row). But computers are on the way. Several 
electronics firms are making computerized answering service equipment. 
Here are some facts about it. 

Advantages : 

f 

1* -You, rather thatfuthe'telephone company, own it* The telephone com- 
pany can change its rates, and there isn't much you can do about it. 
"Once you pay f<$r this equipment, you no longer have that expen^e^^ 

2. Fewer operators are needed to handle your clients. Two operators can 

"handle 30CV clients* 
» * w 

3. There are different types of computer switchboards. Some have video 



(T.V#) screens Ki which you can read the messages. 
4* Some of the vorl^Ht the operators do on regular switchboards, such 
as deciding who has befen on "hold" the longest, is done by the com- 
puter. * 
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Disadvantages : 

!• Cost. A computerized switchboard that could handle 300 clients costs 
around $37,000. Unless you are sure of your ability to attract cli- 
ents, this could be too much for you. You can start an answering" 
service with lesa than $10,000 with a conventional switchboard. Your 
initial costs with a computerized one would be almost four times as 
much. ' 

2. Computerized switchboards are more difficult to service. Many times 
the company selling them is in another part of the country. The 
telephone company can't fix them at all. 

3. There is the chance, although slight, that the program that runs ttje 
computer could be erased. This means that all your clients and their 
messages would be lost. You can imagine wha\ a mess that would be! 

Summary f *> 

know aow the market for their services is changing. They have to know - 
how their business is doing. And they have to plan the best way to 
change their services to 'keep their business goingj 



> 
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Learning Activities 



Individual Activities 



1. Here is a profit/loss statement far Wilshije Answering Service. * 
Compute- the net profit (in dollars), profit ratio (in percent), and 
expense ratio (in percent). The sum of the profit ratio and the 
expense ratio should be equal to 100%. 



TWO-YEAR PROFIT'/LOSS STATEMENT 






Year 1 


Year 2. 








• 






$ 


% * 


$ 


% 


Revenues 










Credit Sales . 


.50,000 


100% 


60,000 


100% 










\ 


Expenses 








Salaries 


10,000 


• 


12,000 




Building and Utilities 


5,000 




• 6,000 




Telephone Equipment 


5,500 




7,500 




Supplies 


500 




600 




Advertising 


3,500 




3,400 




Legal Fees 


250 




250 




Insurance" 


250 




250 




TOTAL ^ 


25,000 




"30,000 




Net Profit 










» 











2. 5 Naine two 'Ways to increase your profits. 
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Discussion Questions 




1. .Many answering service owners do not .want to^i'ncrease their .sa^es.^ 

They like "staying small." Can you gi.ve dome reasons ^For this? 

. , ^— \ 

2. Although only 1% of all answering services have made the change to 
computers, that does seem to be the trend. Do you think tlfts will* 

^^pncourage or discourage people from becoming- owners of an answering 
service? 

3i One way to decrease expenses is to put your answering service i*n .your 
( l^oftte. tthat are some disadvantages to this? * 



Group Activity 



( 



Using all the information you have gotten about your area during 
these units/ plan an answering service. The class can work in six 
teams. The teai^s should work on the following topics. 



Planning the Business (Unit 1) 
Choosing a Location (Unit 2) 
Getting Money to Start (Unit, 3) 
Being in -Charge (Unit 4) 



Setting Prices (Unit 6 k )* 
Advertising and" Selling (Unit 7) 

The class will also have to jpork togetl^pr as' a whole, since eact) t 
needs to know something about what the others are doing. 



earn 
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. " . SUMMARY 

This~module A has- been about owning ah<answejring service. 
PeopleVwiih' training in operating' a. PBX switchboard can 
start answering service's^ 1 ' - * , 

£ - •* • • . -r r ^ ^ 

To start a smaM. business,, you need* to do lots of- , 
planning* First ypu have to be ; -sure that* owning a small 
business is right for you. then you have to decide what 
services to offer, how to compete, and what legal require- 

• ments tQ meeC. ' - v 

« To„ pick a goq^d location, you have to find out if custo- 
mers would >use your business. Then you have to get money 
to start . s That means showing a^ banker that. your idea is a* 
good one. * . * * * 

Being in charge means hiring good workers and training . 
them. Then you mufct keep track v of your workers 1 job per- • 
f ormance. **- 

t . . * . " 

. Setting prices means figuring out the lowest price you 

can charge and still make a prpfit^and the highest price 

you can charge. and still attract customers* To do this, 

# you need information*^ ypuv ^cp'enses and on your competi- 
tions prices. s " / ^ 



1ft* 



f ~^<" .** - 

Advertising and selling are the* ways you get customer. 

The good things yout business does in town are calledL pro 1 

motiont These are aJLl important ways ^o help'tyour *bu£ing#i 



You should keep good financial records so you will know 
how the business Is doing* Then you can decide if you can 

expand your business or if you need to cut it back* 

* 

In order to own ^nd Operate a successful answering 
service, you need training in operating a PBX switchboard, 5 
work experience, and the special business management skills 
we have covered in this module* If you^have not had a 
course in PBX switchboard operations, you should take one 
before deciding to own an answering service. You can learn 
business management skills through business classes, 
experience, or by using the advice and example of an expert* 

You may not make a lot of money by/owning an answering 
service. However, you will have the/personal satisfaction 
of being responsible for your business and making your own 
decisions* Think about how important these things are to 
you in considering whether you should start your own 
answering service. 
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QUIZ 



Which statement is most true? 
t 



_a.. Getting dressed up is an important part of 

owning an answering, service.. ' 
_b. A person in a wheelchair could own an answering 
service* 

« v 

_c. An answering service owner^makes house calls. 4 



Which of these businesses would probably use an answering 
service? 4 

a. A rug-cleaning business 

b. A large bank 

c. A restaurant 

Which statement is most true? ^ 

I a. If you open an answering .service in a rented 

offifce, you will need to get one or two business 
permit s. t - ' 
b. • In most cities^if yau run a business out of 



your home, you don't need* a business license. 
_c. Fhe telephone company gives you a license to run 
(fan answering service. , . 



Which statement is. most trOe? 

a.^ fiach answering service offers pretty much the 

same* services. 

_j b. Some answering services do secretarial ^ork'as 

. ^well. 

♦ c # Most answering services handle 24-hour medical 
emergencies^ 
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Which statement is most true? 

a * An answering service usually needs a population 
of £t least one million to be a success* 

b« The competition in. an area Is not very 

important, because it* this business "there's 
always room for one more." 
- c « Where you want to live will probably play a part 
in where, you choose to locate • 

_ . . x : 



6. 



Which of the following do you need to include in your 
business description to get money from the bank? 

a* Why you like the answering service business 

b« Whether you are married 

c« How many people you need to hire 



7* Which of the following would need to be in your statement 
v of financial need? 
C " a > How much money you made on your last* job 

b« How much money you'll'need for equipment ' 
c * How much income yo* p.lan to take in during your 
first year , 



v 
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9. 



"Which information v?buld need to be put in a job ' * 
description? 

* 

. a . Salary, benefits, hours 

b« • Personality type, age, and sex wanted 

. • c # Address, type of answering service,' directions 
y " to the office . • 

If this were the only information yoij had, which person 
would* probably ma^i the best operator? 

a * A high sciool,]ionor roll student 
b. A salesperson Vho desperateiy^nee^ds the job 

c « A retired person who$£ yif e is ill and who needs 
. * to get out of tKe house o 
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10. Wt^Lch statement is most true^ 



Old messages should be thrown away 4ince° they 
can cause confusion. 

Most operators use a shorthand system so they 
•can take messages quickly. 
A really good operator can remember most 
messages in his or*her*head. 



» * 



11. 



An answering service owner, would probably charge a^flat 
rate because: j 

a. it make^ the bookkeeping easier. 



_2 b. he or she can make more money that way. 

C. most answering services charge a flat rate. 



12. When starting out, it is probably a bad id$L to fix 
prices based on: 

a., what your expenses are. 



y* what other answering services are charging. « 

_^ c. how man^r clients you'll have the first month. 
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13. Which of the following is the most important form of 
advertising for an answering service? 
a. The Yellow Pages * ' , 

b . Door-to-door selling 

c Direct mail ' * 



14. Which ad will probably attract more. people to your 



service? 
0 



a. An ad with a lot of words 
_b. An ad with your address on it 
c. An ad that tells how you are special 

f 1 
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15. .Which form of advertising does not bring direct results 
but is important anyway? 

a ± Radio and television ' 
Goodwill advertising . 



c. Fliers put on cars 



16. When billing clients, it is a good idea to: 
a. give the monthly total only. 

— b . give them their bill by telephone. 

c. write down the payments you have already/ 

received. , * , 




17.. Which statement is most true? * 

a. A lower profit ratio usually means you had fewer 

qj-ients th£s year than iast. 
b . A lower profit ratio means you should probably 
* sell the -business. 

c. A lower profit ratio may mean you speitt more 

money this year. 

18. Which statement is most true?^ ' 

a. Reducing your expenses' is one way to ificreasfe 

* your profits. 
b . Raising your prices Is o$e way to increase your 
volume of sad.es. 

' ... . 
c/ Lowering your number of clients will 1 increase 

your profits. < ' 



19. Which statement is most true? " I 

a . The only way to open an answering aervic^ these 
days is with computerized eiquipmenf. 

bT Computerized equipment *has very few problems.. 

c. Computerized equipment may replace standard' 

' - .. 'equipment ifc the future. 

:■'■>" 38 * . ' 
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Vocational Discipline 
General " • 
Agriculture 



•Marketing and 
Discribuc ion 



PROJECT PRODUCTS 
* 

Encrepreneuwhlp Training Opponents 

Module Suaber and Tide 

Module 1 - Getting Down to 3usmess: What's Ic All 

Module 2 - Farm Equipment Repair * . 

Module 3 - Tree Service 

i Module 4 - Garden Center 

Moduli 5 - Fertilizer and Pesticide Service 

Module 6 - Dairy Fanning ' *>. 

-ttodnte— 7 — - A p pall Store 

Module 8 - Specialty Food s£>re f 

.Module 9 - Travel Agency . » 

Module 10 - 3icycle Store 

.Module 11 - Flower and Plant Store* 

Module 12 - 3usmess and Personal Service 

Module 13 - Innkeeptng 



" , Business 
0 trice 



~1 



recusal icnal 



. r i - e s anc 
* - j ^ , : r 



Abouc • 




Mocuir ^ 

Module 13 

Module 16 

Module 17 

Module 18 

Module 19 
•M*cul£,20 

Module 21 

Module 22 

Module 25 

Module 24 

Module 25 

Socule 2b 

Mo^e 27 

"e/jie 23 



Nursing Service 

wheelchair Transportation Service 
Healfn Spa 

Answer ir.& Service 
Secretarial Service 
3ookiceeping Service 
Software Design Company* 
Word Processing Service 

Restaurant 3usmess 
Day Care Center 
Kouseciea'nir.g Service 
m Sewing Service' 
nc=e Attendant Service 



.luard Service- 

■Pest, Control Service 



j&6c\i 1 -2 29 *- -Energy Specialist Service 

'Meddle 30 -Vair St, ling She:). 

Mco-le 31 -Jkut: Recair Shop * 

Moc:le 32 - *eVidirg 3usiness ' * 

Module 33 - Cc.str -etipn Electrician Business 

f Module 3-* - Carpentry 3usmess 

Module 35 - Pi-uscir* Business 
''cc^ie 
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Air~* "onc.ticnir.g anc -eating Service 



Seated Resources 
*» ♦ 

*• *>r . r . <e ^ide >: Existing Entreprene /rs-:ip Ma:er.al> * 
Handj^v*< on Iti^saCL ;n 3f :~e En tr err ene-r snip Training CoT.pcne~ts. 
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